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In recent years, the competition of China's catering industry is increasingly fierce. 
And the degree of product homogeneity between catering enterprises is very high. If the 
catering enterprises want to survive and obtain the core competitive advantage in the 
fierce market competition, must improve customer satisfaction and loyalty to the greatest 
extent to attract and keep customers. However, the existing system of the measurement 
and evaluation of customer satisfaction and loyalty in the restaurant industry has not been 
very good applications. Customer loyalty and its change more guiding significance for the 
restaurant industry due to it is a very competitive industry. This article mainly aims at the 
restaurant industry as a type high contact service industry to the particularity of 
establishing the driving model of customer satisfaction and loyalty, and on the basis of this 
model to explore catering enterprises is a major determinant of customer satisfaction, 
customer relationship and the loyalty between them. This paper through the actual 
investigation and sample analysis, get the conclusion. This article analyzes the 
characteristics of the main target group from the data collected, for enterprise operation 
and management reference. 
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去 2013 年上涨了 0.7%，终止了连续三年下跌的疲乏颓势。2013 年我国餐饮业全年
零售额约为 2.6 万亿元，同比增长 9%。[1]业界普遍看法：2013 年是餐饮业挤出经济
泡沫的一年，这是我国餐饮业在持续了 22 年两位数增速的情况下，第一次出现个位
















































































































内容和步骤，本文的结构思路（技术路线）如图 1-1 所示： 
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